Index  to  articles,  1973 
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A-V  TECHNIQUES 

How  to  make  speakers  effective  . 1 

Article  tells  how  to  take  advantage  of  new 
techniques  with  audiovisual  equipment  to 
prepare  speakers  (3/73— P.  193) 

Charts  simplify  complex  facts  . 2 

Charts  can  get  the  message  across  with  im¬ 
pact  in  half  the  lime  Here's  how  to  create 
charts  that  work.  (6/73— P.  136) 
irtstant  tapes:  new  tool  for  meetings  ...  .3 
With  this  system  attendees  take  meeting 
home  with  them— verbatim.  There's  no  loss 
of  important  information  through  misinter¬ 


pretation  (8/73— P.  119) 

Film  programs  train  and  sell . 4 

A-V  unit,  films  used  by  car  dealers  (9/73— 
P.  133) 

Visuals  liven  statistics  speech  . 5 


A  dimension  to  add  excitement.  (9/73— P. 
306) 

BARGAIN  TIMES 

Bargain  times  for  meeting  planners  ...  .6 

How  to  get  $1. 25  value  for  each  dollar  spent. 
(12/73— P.72) 

Chart:  bargain  times  for  meeting  planners 
. 7 

Master  index  shows  at  a  glance  where  and 
when  you  can  meet  tor  the  greatest  savings. 
(12/73— P.  74) 

Facilities  available  during  bargain  times 
. 8 

Geographical  listing  of  meeting  sites  with 
breakdown  of  facilities  available  and  periods 
of  week,  month  or  year  when  site  is  a  good 
buy  (12/73— P.  77) 

Get  the  most  for  your  money . 9 

Price  tag  isn't  always  your  best  gauge  of  a 
meeting  buy  Quality  and  service  are  bet¬ 
ter  measures.  Here's  why.  (12/73 — P.  94) 

BUSINESS  THEATER 

Tell  an  old  story  In  a  different  way . 10 

Seagram  uses  a  business  theater  show  to 
hold  an  audience  at  a  meeting  where  attend¬ 
ance  isn't  mandatory  and  the  message  is 
same  every  year.  (3/73— P.  110) 

Multimedia  show  tells  Revlon’s  story  .  .1 1 
This  company  relied  upon  multimedia  show 
to  catch  up  on  9  non-meeting  years.  (12/ 
73— P.  150) 

CONVENTION  TECHNIQUES 

Convention  Liaison  Committee  Manual 

Newly  revised  CLC  Manual  is  a  complete 
guide  to  planning  convention  and  trade  show 


activities.  Complete  manual  only. 

Chapter  12 

Ladies  program  (1/73— P.  182) 

Chapter  13 

Preconvention  briefing  (2/73— P.  142) 

Chapter  14 

Shipping  convention  material  {3/73 — P.  124) 

Chapter  15 

Special  gratuities  {5/73— P.  124) 

Chapter  16 

Convention  accounting  (6/73— P.  142) 

Chapter  17 

Promotion  and  Publicity  (7/73— P.  214) 

Chapter  18 

Community  information  (8/73— P.  122) 

Chapter  19 

Post  convention  evaluation  (9/73— P.  202) 

Chapter  20 

Glossary  of  Terms  (10/73— P.  180) 

Chapter  21 

Letters  of  Agreement  { 1 1  /73— P.  232) 

Split  convention  is  a  logistics  challenge 
. 22 

Good  meeting  management  is  required 
when  a  river  splits  convention  down  middle 
Here's  how  one  group  met  the  challenge 
and  succeeded  (3/73— P.  104) 

Scripts  as  meeting  tools  . 23 

Use  a  script  to  make  meeting  management 
easier .  .  and  to  help  you  recruit  leader¬ 
ship  talent  for  meetings  (5/73— P.  170) 
Giant  convention  goes  on  computer  .  .24 
Here's  how  one  giant  convention  goes  "on 
computer"  to  streamline  room  assignment 
and  preregistration  (7/73— P.  144) 

Ideas  to  spark  your  meetings . 25 

Florida  association  executives  held  a  full 
day's  workshop  on  "creative  conventions" 
to  come  up  with  new  ideas  to  invigorate 
sessions.  (8/73— P.  120) 

Spark  panels  with  creativity  . 26 

Ho-hum  panels  are  dull  Here  are  ideas  you 
can  use  to  put  new  life,  audience  apprecia¬ 
tion,  into  panel  programs.  (8/73— P.  126) 

Pump  up  convention  programs . 27 

Bogged  down  in  traditional  convention  ap¬ 
proaches?  Here's  how  a  major  association 
managed  to  improve  its  format.  (11/73 — P. 
247) 

EDUCATIONAL  SEMINARS 

Mobile  classrooms  teaches  and  tests  .28 

Liberty  Mutual  Insurance  Co.  has  a  traveling 
classroom  which  tours  the  country  to  im¬ 
prove  driving  habits  of  policyholders.  Dis¬ 


cusses  the  problems  of  building  a  mobile 
classroom  (2/73— P.  87)  , 

EXHIBIT  TECHNIQUES 

What  you  should  know  about  exhibit 
design  . 29 

In  this  series  on  exhibit  design,  David  Max¬ 
well,  design  consultant,  discusses  exhibit 
systems  (2/73— P.  118) 

Maxwell,  last  article  in  exhibit  series  .  .30 
(3/73— P.  146) 

How  to  plan  a  winner  . 31 

Planners  behind  last  year's  highly  success¬ 
ful  Optical  Fair  reveal  their  strategy  for  a 
winner.  (3/73— P.  96) 

Exhibit  security  . 32 

Vice  president.  Pinkerton's  Inc.,  tells  how  to 
set  up  guidelines  for  trade  show  security 
(3/73— P.  157) 

There's  no  show  like  this  one  . 33 

Three  exhibit  methods  reach  every  exhibi¬ 
tor's  budget  at  this  financial  show  This 
unique  exposition  offers  some  interesting 
and  profitable  concepts  on  exhibiting  and 
show  management.  (3/73 — P.212) 

How  to  sharpen  marketing  edge  of  your 
exhibits  . 34 

Four  dramatic  dialogues  between  an  exhibi¬ 
tor  and  designer /producer  show  how  to 
make  an  exhibit  selling  tool.  (5/73— P.  101) 
Disposable  exhibit  package  creates  meet¬ 
ing  atmosphere  . 35 

Low-cost  exhibit  kit  makes  exhibits  useful 
tools  for  multiple  meetings  (6/73— P.  172) 

How  to  keep  exhibit  expenditures  in  line 
. 36 

Your  potential  audience  is  the  key  to  the  size 
of  your  expenditure  in  a  trade  show  This 
new  approach  to  budgeting  presents  guide¬ 
lines  tor  exhibit  costs.  (7/73— P.  46) 

How  to  orient  salesman  to  operate  an 
exhibit  . 37 

Your  exhibit  will  be  as  effective  as  the  men 
who  man  it.  Here's  how  to  select  and  tram 
your  booth  personnel  for  the  top  exhibit 
results  (7/73— P.  50) 

How  to  use  objectives  to  select  trade 
shows . 38 

Your  trade  show  circuit  should  be  based  on 
what  you  want  to  accomplish  with  your  ex¬ 
hibit  Is  the  mam  reason  for  your  exhibit 
sales,  advertising,  public  relations  or  market 
research?  (7/73— P.  52) 

How  module  serves  Bell’s  exhibit  needs 
. 39 

AT&T  has  developed  a  modular  exhibit  sys¬ 
tem  which  IS  flexible,  versatile  and  hand- 


EXHIBIT  TRAINING 


some  to  meet  all  Us  exhibit  needs  tor  the  next 
2  years  (7/73— P.  56) 

U.S.  cracks  Europa’a  axpoaltion  markal 

. 40 

Clapp  &  Poliak  pilots  U.S. -managed  shovh 
in  Pans  with  target  of  becoming  a  Common 
Market  fixture.  (7/73— P.  66) 

How  to  plan  axhibits  (or  lop  dollar  ra- 
lum . 41 

Effectiveness  of  your  exhibit  depends  on  a 
good  understanding  of  the  trade  show  medi¬ 
um  and  proper  planning  of  your  participa¬ 
tion.  (7/73— P.  72) 

la  booth  peraonnel  dreaaad  to  aall?  . .  .42 

Here  is  practical  advice  on  how  to  dress  to 
man  an  exhibit  booth  (7/73— P.  76) 

Exhibita  on  ‘grand  tour’  to  markat  in 
Europe  . . . . 43 

Manufacturers  of  computers  and  related 
equipment  will  exhibit  abroad  to  increase 
international  market  share  (7/73— P.  88) 
How  to  juatify  ahowa  to  marketing  man¬ 
agement  . 44 

Trade  shows  are  under  scrutiny  and  mar¬ 
keting  executives  have  little  objective  data 
on  exhibits'  contributions  to  marketing  goals. 
(7/73-P.  96) 

How  to  work  with  expoaition  manage¬ 
ment  . ^5 

Working  with  show  management  can  save  an 
exhibit  manager  time,  money  and  head¬ 
aches  Here  are  areas  where  cooperation 
really  pays.  (7/73— P.  108) 

How  to  control  ahipping  coats  . 46 

Official  of  a  large  moving  company  offers 
tips  and  ideas  on  working  with  your  moving 
representatives  to  keep  costs  down  and 
eliminate  delays.  (7/73 — P.  112) 

Exhibit  Industry  shows  it  pros  TS’/ECC 
. 47 

Forecast  of  activities  and  seminars.  (9/73 — 
P.  115) 

What  are  pitfalls  in  exhibit  planning?  .  .48 

Identify  problems,  analyze  solutions.  (9/73 
— P.  126) 

Tips  on  use  of  show  booth  personnel  .  .49 

Humorous,  but  sound  advice.  (9/73— P. 
267) 

Plan  for  exposition  aboard  ship  launched 
again  . 50 

Would  you  consider  exhibiting  your  products 
half  way  around  the  world  on  a  ship?  Your 
company  soon  be  invited  to  set  sail  on  a 
floating  trade  show.  (10/73— P.  172) 

How  to  get  oil  show  to  Moscow  . 51 

East- West  negotiations  are  not  easy  whether 
they  be  diplomatic  or  business.  Martin  C. 
Dwyer  explains  some  of  the  frustrations  and 
road  blocks  he  experienced  (10/73— P. 
232) 

Exhibit  power . 52 

rs*.  "trade  show  about  trade  shows, "  gives 
exhibit  industry  chance  to  show  off  its  skills. 
(12/73— P.  114) 

Talking  up  the  trade  show . 53 

ECC  conference  offers  exhibit  managers  a 
potpourri  of  Ups  for  making  the  trade  show  a 
stronger  more  effective  marketing  tool  (12/ 
73— P.  124) 

Exhibit  punch:  simple,  effective  . 54 

Here's  how  a  last  minute  exhibit  punched 
home  a  developing  shopping  center's  mes¬ 
sage  (12/73— P.  204) 


Oat  Instant  results  with  booth  personnel 
training  . 55 

Booth  personnel  at  Fiorentino  Associates 
are  trained  to  use  the  exhibit  as  a  selling 
tool.  (12/73— P.  144) 

FACILITIES 


How  to  be  a  belter  host  . 70 

Professional  parly  planner  reveals  her 
secrets  for  planning  successful  parties  and 
receptions.  (10/73— P.158) 

Wine  adds  sparkle  . . 

Wine  fete  replaces  the  traditional  hospitality 
suite  and  attendance  increases  substantiallv 
(12/73-P.158) 


Stop  copying  old  halls  . 56 

St.  Louis  Convention  Bureau  queries  associ¬ 
ation  meeting  planners  for  suggestions  on 
new  $25-million  convention  hall.  (6/73— 
P.  145) 

Bicentennial  sparks  boom  In  facilities  .57 

Cities  ready  new  halls  in  time  for  1976  cele¬ 
brations  of  U.S.  200lh  birthday  (8/73— 
P.  160) 

Dining  . 58 

Top  100  restaurants  for  business  executives 
(11/73-P.216) 

GROUP  MEAL  FUNCTIONS 

How  to  plan  meals  like  a  professional  .59 

Illustrates  value  of  sound  planning  for  food 

functions  and  tells  how  to  use  material  in 
theme  cluster  (2/73— P.  32) 

39  planning  mistakes  . 60 

Knowing  what  not  to  do  helps  you  set  out  a 
positive  path  when  organizing  meals,  recep¬ 
tions,  etc  for  meetings  and  conventions. 
(2/73— P.  34) 

How  to  negotiate  meals . 61 

Knowing  what  to  ask,  what  to  tell  about  your 
group  is  as  important  as  getting  the  right 
price  for  the  type  of  social  function  you  want. 
(2/73— P.  38) 

Food  function  dictionary  . 62 

A  two  part  dictionary  that  spells  out  whom  you 
deal  with  and  what  you  buy  Takes  the  mys¬ 
tery  out  of  foreign  food  terms.  (2/73 — P.  46) 

Beat  ho-hum  meals  . 63 

Experienced  meeiting  planners  reveal  their 
special  menu  ideas  to  show  how  meeting 
meals  can  be  made  memorable.  (2/73— 
P.50) 

What  a  host  should  know  . 64 

Tips  on  how  to  give  successful  parties  and 
receptions,  how  to  develop  a  host's  battle 
plan.  (2/73-P.  56) 

Theme  creates  fun  party  . 65 

Chemical  Specialties  Manufacturers  Assn, 
transformed  ballroom  of  Fontainebleau  Hotel 
into  a  miniature  track  tor  1,240  persons  and 
created  a  memorable  cocktail  party  (2/73— 
P.64) 

Plan  smooth  food  events . 66 

A  logistics  rundown  by  columnist  Charles 
Schafer  to  avoid  last  minute  problems  In¬ 
cludes  a  Map  of  Food  Function  Require¬ 
ments.  (2/73— P.68) 

Try  a  wine  reception  . 67 

Here's  how  to  set  up  a  budget-saving  recep¬ 
tion  for  your  meeting  featuring  wines  and 
cheeses.  (2/73— P.75) 

Hoteliers  give  tips . 68 

A  panel  of  hotelmen  give  their  ideas  on 
prices,  menus  and  service  for  group  meals. 
(2/73— P.78) 

HOSPITALITY 

Tips  on  entertainment  planning . 69 

How  to  spark  social  functions.  (9/73 — P.139) 


INCENTIVE  TRAVEL 

10  incentive ‘extras'  . . 

Here  are  10  extra  benefits  you  can  extract 
from  your  incentive  trip,  using  simple  tech¬ 
niques  devised  by  the  pros.  (6/73— P.  44) 

Success  scheme . . 

Veteran  incentive  travel  planner  says  his 
approach  is  setting  objectives,  thorough 
planning,  sound  budgeting  and  intense 
promotion.  (6/73— P.  48) 

Multi-goals  . . 

Permacel  turns  overseas  meeting  into  a  suc¬ 
cessful  incentive  by  creating  multiple  con¬ 
tests  (6/73— P.56) 

Excitement  sells  . 75 

Toro  Co.  learned  that  like  any  other  sales 
promotion  technique,  travel  is  only  valid 
when  it  creates  excitement.  (6/73 — P.  66) 

Travel  to  learn  . 76 

By  mixing  its  incentive  trip  fun  with  meetings 
with  European  dealers.  Conn  Organ  Corp. 
multiplied  benefits  of  its  incentive  program. 
(6/73— P.  70) 

Travel  Tips  . 77 

Incentive  travel  planner  for  Revell,  Inc  tells 
when  to  use  incentive  travel  and  how  to  de¬ 
sign  program  (6/73 — P.  76) 

Sell  radio  time  . 78 

A  west-coast  radio  station  upped  profits  in  a 
slack  period  by  offering  potential  advertisers 
incentive  travel,  a  first  in  radio-time  mer¬ 
chandising.  (6/73— P.  85) 

Big  dealer  trips  . 79 

Massey-Ferguson  stages  huge  incentive 
conventions  for  its  dealer  network  Here's 
how  the  equipment  manufacturer  took  the 
job  on  Itself  through  an  inhouse  computer 
and  efficient  use  of  manpower.  (6/73 — P. 
90) 

Travel  data  . 80 

Here  is  a  check  list  tor  incentive  travel  plan¬ 
ners.  (6/73— P.  106) 

Incentive  switch  . 81 

Irish  learn  what  it  takes  to  motivate  travel 
agents  who  have  been  everywhere.  (6/73— 
P.  Ill) 

MANPOWER  NOTEBOOK 

Sales  managers  share  in  planning  of  a 
successful  meeting . 82 

Article  tells  what  happens  when  meeting  at¬ 
tendees  are  queried  about  what  they  want  to 
discuss,  and  find  out  their  views  are  listened 
to  (6/73— P.  157) 

Sales  supervisor  integrated  into  training 
format  . 83 

This  program  successfully  integrates  the 
supervisor  into  critiquing  sales  presentations. 
(6/73— P.  162) 

Feedback  . 84 

Dr  George  Odiorne  recently  introduced  his 
"Executive  Skills"  audio  cassette  program. 
Here  is  a  critique.  (6/73— P.  165) 


MMting  plus  talctmanthip  cap  conflict 
. 85 

Article  tells  how  you  can  lake  a  simple  film- 
discussion  format  plus  a  confrontation  meet¬ 
ing  to  gel  at  conflict.  (6/73— P.  167) 
Pra>maatlng  work  Had  to  customer  . .  .86 
Much  pre-meeting  activity  is  irrelevant  and 
causes  resentment  among  salesmen  Here's 
one  successful  example  that  can  be  adapted 
to  the  simplest  meeting  plus  a  questionnaire 
you  can  use  as  your  own  pre-meeting  de¬ 
vice.  (6/73— P.  169) 

You  said  it . 87 

Article  tells  how  to  motivate  salesmen  to  do 
their  paperwork  correctly  (6/73— P.  171) 
Training  worksheet  becomes  presentation 

pianning  tool  . 88 

Here's  the  planning  form  with  instructions  on 
how  to  use  it.  (7/73— P.  127) 

Salesman  training  begins  on  the  sales 

call  . 89 

Here's  directions  on  how  a  trainer  or  sales 
manager  can  improve  his  counselling  tech¬ 
nique  (7/73— P.  133) 

Idea  fair  . 90 

Questionnaire  which  can  be  used  as  input 
for  a  short  meeting  plus  ideas  of  where  you 
can  gel  things  to  do  a  better  job.  (7/73— 
P.  137) 

My  objectives  can’t  be  measured  . 91 

Do  you  tend  to  "subjective"  obiectives.  .  the 

kind  you  can't  measure.  Here's  a  short 
course  on  turning  them  into  hard  terminol¬ 
ogy.  (7/73— P.  139) 

You  said  it . 92 

Trainers  answer  the  question:  "How  can  you 
get  field  salesman  more  actively  involved  in 
personal  development  activities  on  their 

own  "(7/73— P.  140) 

Feature-benefits?  or  Benefeatures  ...  .93 

Beneteature  Selling  has  been  part  of  the 
selling  skills  program  of  Moorman  Mfg.  Co. 
for  the  past  18  years.  Here's  why  they  stick 
with  it  and  an  example  of  how  Benefeatures 
works.  Meeting  design  and  content.  (8/73— 
P.139) 

Hurry-up  meeting  design  . 94 

One  of  the  easiest  meetings  to  put  together 
is  one  which  uses  questions  as  a  pre-meet¬ 
ing  device.  SM  prints  its  second  set.  Meeting 
design  and  pre-meeting  work.  (8/73 — P. 
147) 

Listening  guidelines . 95 

You  can  approach  listening  from  2  points  of 
view:  as  a  memory  device  and  as  a  search¬ 
ing  device  In  latter  method,  listener  actively 
participates  with  speaker  by  searching  out 
additional  meaning  from  tone,  background, 
noise,  etc.  Meeting  content  (8/73— P.  149) 

Am  I  being  an  effective  manager? . 96 

William  Reddin,  in  his  second  article,  shows 
how  a  manager  can  understand  effective¬ 
ness  through  a  better  understanding  of  his 
role.  (8/73— P.  151) 

Non-professional’s  guide  to  effective 
presentations . 97 

6-step  method  for  your  next  presentation. 
(9/73— P.  181) 

Do  I  manage  my  territory  effectively?  .  .98 

Continuing  series  of  pre-meeting  questions. 
(9/73— P.  189) 

But  I  make  quick  decisions . 99 

Continuing  series  on  managerial  effective¬ 
ness.  (9/73— P.  195) 


Feedback  . 100 

Film,  "the  Habit  of  Winning,"  is  critiqued. 
(9/73— P.  200) 

How  not  to  sabotage  your  OD  consultant 
. 101 

Organizational  development  expert,  Don 
Swartz,  an  experienced  practitioner  exam¬ 
ines  the  process  and  tells  managers  what 
they  can  do  to  make  changes  most  effective. 
(10/73— P.  241) 

Feedback:  Sales  Training  Listenirtg  Post 
. 102 

Critique  of  3  tapes  of  a  12-tape  series  based 
on  quartet  of  sales  trainers  sharing  training 
experiences.  (10/73— P.  245) 

Saiesman’s  questionnaire  . 103 

Changing  a  salesman's  attitude  is  more  ef¬ 
fective  if  it  originates  from  him.  Here's  a 
questionnaire  to  meet  this  need.  (10/73— 
P.  246) 

Can  a  company  stub  its  toe  waiklng 
through  its  life  cycle? . 104 

W.  J.  Reddin  defines  the  stages  in  a  com¬ 
pany's  life  and  defines  the  pitfalls  of  each 
(10/73— P.  251) 

You  Said  It  . 105 

Question:  "Is  there  a  way  to  tram  salesmen 
in  persuasion  techniques  without  going 
through  the  typical  high-sounding  behavioral 
science  double- talk  ?"(10/73— P.256) 

How  to  help  salesmen  share  sales  suc¬ 
cesses  . 106 

Real  key  to  company's  sales  increase  may 
he  in  the  experiences  of  present  salesmen 
(11/73-P.  255) 

Salesman’s  questionnaire  . 107 

Changing  a  salesman's  attitude  is  more  ef¬ 
fective  if  it  originates  from  him.  (11/73— 
P.  261) 

Feedback — or  How  am  I  doing?  . 108 

A  manager  will  never  know  what  his  prob¬ 
lems  are  unless  he  sets  up  a  system  for  tak¬ 
ing  temperature  of  work  system  (11/73 — 
P.  265) 

You  said  It . 109 

Question:  "How  do  you  get  salesmen  to  lo¬ 
cate  and  solve  prospect  and  customer  prob¬ 
lems  rather  than  just  pick  up  orders?"  (11/ 
73— P.  268) 

Handling  confrontation  without  conflict 
. 110 

During  the  scarcity  era,  different  parts  of  the 
marketing  operation  must  mesh  or  the  result 
could  be  irritated  customers.  (12/73— P. 
167) 

Data,  data,  data — help  or  hindrance  .111 

There  is  such  a  thing  as  too  much  communi¬ 
cation  Another  article  tor  management  de¬ 
velopment  group  discussion.  (12/73 — P. 
169) 

You  Said  It  . 112 

Question:  "How  do  you  motivate  and  tram 
salesmen  to  do  their  paperwork  properly?" 
(12/73— P.  171) 

MEETING  BUDGET  TECHNIQUES 


How  to  control  meeting  costs  . 113 

First  in  definitive  3-part  series  (9/73— P. 
116) 

How  pros  budget  meetings . 114 

Dealing  with  protections  and  forecasts.  (9/ 

73— P.  160) 

Control  meeting  costs  . .-115 


Part  2  of  3-part  series  discusses  ways  to 
control  meeting  costs  in  area  of  promotion. 
(10/73— P.  272) 


Control  meeting  costs . . . 116 

Concluding  articles  in  3- part  series  offers 
tips  on  how  to  control  food  function  and 
liquor  handling  costs.  (11/73— P.  272) 

MEETING  TECHNIQUES 

Univac’s  foreign  execs  elated  by  Infor- 
. . 117 

Univac  invited  foreign  execs  to  come  to  U.S. 

for  briefing,  offer  their  ideas  on  worldwide 
marketing  effort  (2/73— P.  128) 

Lessons  I’ve  learrted  about  pianning  .118 
Experienced  insurance  company  meeting 
planner  passes  on  tips  and  ideas  for  better 
meetings.  (2/73— P.  134) 

Forum  lures  meeting-show  execs - 119 

Atlanta  meeting  later  this  month  will  focus  on 
problems  and  solutions  to  meeting,  conven¬ 
tions  and  trade  shows.  (2/73 — P.  151) 
Meeting  tackles  problem  of  change  .  .120 
Here  is  what  happens  when  a  company  that 
plans  meeting  for  others,  creates  one  for 
Itself  (2/73— P.  166) 

Never  underestimate  the  Intelligence  of 
your  audience  . 121 

Communications  specialist  explains  why 
there  is  often  a  breakdown  between  man¬ 
agement  and  salesmen  at  meetings.  He  tells 
how  this  breakdown  can  be  mended.  (3/ 
73— P.  121) 

Nix  show  biz  for  give-take  sessions  .  .122 

National  Car  Rental  asked  its  meeting  at¬ 
tendees  what  they  wanted  from  the  annual 
convention.  Result  was  intimate  working  ses¬ 
sions  with  rotating  speakers  and  without 
management  (3/73 — P.  162) 

Workshop  builds  advertising  mileage 


Bureau  of  Advertising  travels  a  hands-on 
experience  workshop  where  dealers  or 
manufacturer  and  distributor  salesmen  learn 
how  to  move  merchandise  through  effective 
advertising.  (3/73 — P.  170) 

WMPCE:  A  ‘supermarket  of  ideas’  . .  .124 
Here's  a  press  time  report  on  ideas  from 
second  World  Meeting  Planners  Congress 
and  Exposition  (3/73— P.  174) 

Private  jets  solve  meeting  problems  .125 

Two  companies  show  how  they  conquered 
time  and  geography  when  both  threatened  to 
interfere  with  meetings,  sales  plans.  (5/73— 
P.94) 

Open  Forum,  a  dialogue  tor  better  meet¬ 
ing  management . 126 

More  than  750  buyers  and  sellers  met  in 
Atlanta  recently  to  discuss  mutual  problems 
in  this  second  Qpen  Forum  sponsored  by 
the  Conventional  Liaison  Committee.  (5/ 
73— P.  119) 

Awards  build  ego. .  .motivation . 127 

Company  builds  a  "family"  feeling^  by  rec¬ 
ognizing  every  dealer's  contribution.  (5/ 
73— P.  150) 

Embassy  reception  sott-sells  Toronto 
. 128 

Social  event  became  a  sales  tool  when  To¬ 
ronto  Convention  Bureau  added  a  gala  em¬ 
bassy  reception  for  association  executives 
to  Its  sales  blitz.  (5/73— P.  188) 

Teams  reinforce  ideas . 129 

For  closing  session  audience  is  divided  into 
three-man  teams  to  discuss  key  points  in  a 
series  of  dialogues.  (6/73 — P.  122) 


Exhibit  paces  sales  meeting . 130 

This  company  learned  that  one  effective  way 
to  promote  involvement  is  to  recruit  manu¬ 
facturers  to  sponsor  a  private  trade  show  for 
company  salesmen  at  annual  sales  meeting. 
(6/73— P.126) 

Eaton  scores  with  5-in-1  meeting  . . .  .131 

Eaton  Corp.  introduced  a  new  line  of  prod¬ 
ucts  with  a  variety  of  techniques,  including 
an  industrial  show,  private  salon  for  dealers 
and  special  sales  meetings  (6/73 — P.  192) 

Showing  beats  telling  . 132 

Amana  Corp.  flies  guests  2,000  miles  to 
present  on-the-spot  evidence  of  their  prod¬ 
ucts  safety.  (7/73— P.  116) 

Seminar  deals  with  probleois  of  meeting 

out-of-country  . 133 

SM’s  second  Foreign  Facts  Seminar  invites 
registrants  to  roll  up  their  sleeves  for  a  prob¬ 
lem-solving  workshop  on  problems  of  meet¬ 
ing  abroad  (7/73— P.  125) 

Sales  managers  become  ‘actors’  ...  .134 

By  replacing  professional  actors  with  re¬ 
gional  sales  managers.  Bobbie  Brooks,  Inc. 
maximized  involvement  at  annual  sales  con¬ 
vention.  (8/73— P.  157) 

What  can  meeting  leaders  learn  from 

training  directors  . 135 

Porter  Henry  and  Robert  Letwin  ate  differ¬ 
ence  in  approach  and  operation  of  meeting 
by  usual  meeting  planner  and  a  training  di¬ 
rector  (8/73— P.  175) 

Training  skills  shared  with  community 
. 136 

Company  provides  management  training. 
(9/73— P.  106) 

Marketing  education:  G  E  style  . 137 

Why  logistical  details  count  (9/73— P.  142) 

TV  links  government  and  industry  . .  .138 

Government,  business  talk  pollution.  (9/ 
73— P.  206) 

YPO  education  dares  to  be  different. 


successful  . 139 

Programs  are  member-active;  draw  big  at¬ 
tendance  (9/73— P.  244) 

Fast  national  meeting  . 140 


Just  24  hours  from  check  in  to  check  out. 
(9/73— P.  270) 

Workshop  sharpens  meeting  skills  . .  .141 

Merck  Sharp  &  Dohme  refreshes  meeting 
skills  ol  district  managers  with  seminar  aimed 
at  "Planning  and  Conducting  Meetings." 
(10/73-P.  136) 

14  ways  to  be  a  better  program  chairman 
. 142 

Speakers'  bureau  ofticial  share  knowledge 
gained  working  with  thousands  of  program 
chairmen  (10/73 — P.  169) 

Slide-live  show  takes  mystery  out  of 

OSHA  . 143 

Faced  with  communicating  tough  OSHA 
regulations  to  members,  this  association  de¬ 
vised  a  simple  live-slide  presentation  for¬ 
mat  (11/73— P.  239) 

Meeting  planners  become  communica¬ 
tors  . 144 

World  Meeting  Planners  Conference  will 
leach  men  how  to  improve  their  communica¬ 
tion  skills.  (11/73— P.  279) 

Multiple  management:  route  to  better 

meetings . 145 

To  smaller  associations  multiple  manage¬ 
ment  offers  professionalism  and  lower  cost 
in  areas  of  meeting,  convention  'and  trade 
show  planning  {‘\2/73~P.  104) 


Environment  buHd  spirit  (or  conference 
success  . 146 

Success  of  this  training  conference  de¬ 
manded  that  meeting  environment  foster 
esprit  d'corps  among  attendees.  (12/73— 
P.  138) 

Caricaturists ‘draw’ attendees . 147 

Here's  what  a  caricaturist  can  do  for  meet¬ 
ings,  conventions  and  trade  shows  (12/ 
73— P.  201) 

MEETINGS  ABROAD 

Check  lists  tor  meeting  abroad  . 148 

Helps  organize  the  details  of  planning  and 
site  inspection  for  meetings,  conventions  and 
trade  shows  held  out  of  the  country.  (2/73 — 
P.  155) 

Why  meet  abroad?  . 149 

Value  and  site  excitement  still  have  the 
world's  meeting  planners  crossing  oceans 
and  borders  ( 1 1  /73— P.  46) 

Flying . 150 

In  the  day  of  the  devalued  dollar,  airlines  can 
help  you  slay  within  your  budget  as  you  plan 
your  meeting  or  incentive  trip  abroad.  (11/ 
73-P.  50) 

Outside  help . 151 

Two  companies  take  different  approaches  to 
negotiating  tor  overseas  facilities.  ( 1 1  /73— 
P.  52) 

Language  . 152 

Trainer  finds  out  that  common  expressions 
tend  to  befuddle  his  trainees  in  overseas 
meetings.  (11/73— P.56) 

First  experience  . 153 

Fear  of  unknown  can  hamstring  a  trainer's 
first  overseas  assignment.  ( 1 1  /73— P.  60) 

Tip  sheet . 154 

Tips  and  ideas  with  the  reasons  behind  them 
combine  to  create  a  mini-course  in  planning 
meetings  abroad  ( 1 1  /73— P.  81 ) 

Convention . 155 

Here's  what  you  can  learn  the  first  time  you 
take  your  convention  abroad.  (11/73— P. 
84) 

Cruise  . 156 

Orientation  cruise  teaches  meeting  planners 
everything  they  need  to  know  about  ship¬ 
board  meetings  (11/73— P.92) 

Theme  . 157 

Workshop  session  during  orientation  cruise 
teaches  meeting  planners  how  to  develop 
and  implement  shipboard  themes  (11/ 
73-P.  102) 

VIP  meeting  . 158 

Tips  on  successful  international  conferences 
by  planner  of  the  "world's  most  exclusive 
meeting."  {^^/73—P.  108) 

Carnet  . 159 

Use  of  the  carnet  system  to  move  meeting 
materials  through  customs  continues  to 
grow.  (11/73— P.  112) 

Communicate  . 160 

Toyota  takes  its  National  Dealer  Advisory 
Council  to  Japan  for  a  face-to-face  meeting 
with  overseas  management.  (11/73— P. 
120) 

Logistics  . 161 

Gibson  Appliance  Corp  planned  an  incen¬ 
tive  trip  to  Japan  for  2, 700  employes— and 


pulled  it  off  with  scarcely  a  hitch.  (11/73— 
P. 124) 

Incentive . 162 

Planning  proved  to  be  the  key  to  success  of 
Exide's  trip  to  London.  (1 1/73— P.  130) 

Gratuities  . 163 

Early  checking  may  save  you  unpleasant 
surprises  when  it  comes  to  paying  your  bill. 
(11/73— P.  139) 

Supplier  . 164 

Veteran  incentive  travel  executive  tells  how  to 
choose  the  supplier  which  best  fits  your 
needs.  (11/73— P.  142) 

Emergency . 165 

No  matter  how  thorough  your  planning, 
emergencies  crop  up.  Here  is  how  to  cope. 
(11/73— P.  146) 

Export  . 166 

Seminar  in  Japan  show  American  and  Eu¬ 
ropean  Businessmen  how  to  conduct  busi¬ 
ness  in  booming  Japanese  market.  (11/ 
73— P.  194) 

PHARMACEUTICAL  MEETINGS 

Rx:  What  you  can  learn  . 167 

Busiest  and  most  experienced  meeting 
planners  in  the  country  point  the  way  to  bet¬ 
ter  communications  at  meetings.  (8/73 — 
P.  46) 

Rx:  New  Product  training  . 168 

Merck  Sharp  &  Dohme  training  team  creates 
an  entire  training  program  for  a  new  product 
and  uncovers  important  marketing  infor¬ 
mation.  (8/73— P.  48) 

Rx:  Closed-circuit  television  . 169 

Smith  Kline  uses  a  cctv  weekly  newscast  to 
tell  employes  what's  happening  within  the 
company  both  in  business  and  social  af¬ 
fairs.  (8/73— P.  56) 

Rx:  New  training  system  meets  Individual 
needs . 170 

New  Pfizer  salesmen  spend  3  weeks  in  a 
system  which  combines  programmed  in¬ 
struction.  filmstrips,  audio  cassettes,  tv, 
films,  meetings  and  counselling  sessions. 
(8/73— P.  70) 

Rx:  Offshore  meeting  . 171 

Menley  &  James  meeting  manager  uses 
travel  agent  assistance  for  the  first  time  and 
frees  himself  for  meeting  details.  (8/73 — P. 
78) 

Rx:  Pretraining  program  . 172 

While  still  in  the  held,  new  salesmen  learn 
about  the  company,  its  policies,  pharma¬ 
ceutical  industry  and  their  responsibilities 
via  a  pre-training  program  using  a  sound/ 
filmstrip.  (8/73— P.  84) 

Rx:  Divers  techniques  attain  Involvement 

goal  . 173 

Here  are  a  number  ol  techniques  the  phar¬ 
maceutical  industry  uses  to  promote  physi¬ 
cian  involvement.  (8/73— P.  90) 

REGIONAL  MEETINGS 

Regional  meetings  spread  marketing  data 
quickly . 174 

National  Distillers  staged  38  regional  meet¬ 
ings  in  30  days  to  get  information  on  its  new 
"light"  whiskey  to  a  nationwide  sales  force. 
(3/73— P.  206) 


Go's  and  don’ta  of  ragional  maatings  .175 

Discusses  the  problems  of  planning  regional 
meetings  and  offers  suggestions  for  negoti¬ 
ating  with  hotels,  setting  objectives  and  using 
the  small  meeting  format  effectively.  (5/73— 
P.  40) 

Pyramid  ragional  maating  . 176 

With  a  pyramid  senes  of  meetings  audience 
at  one  session  becomes  presenters  for  the 
next  meeting  and  trainers  of  subsequent 
meeting  leaders.  (5/73— P.  44) 

Ragional  maating  packaga . 177 

Successful  packaged  meetings  have  built-in 
group  involvement  sessions  and  meeting 
leaders  who  can  motivate  participation.  (5/ 
73— P.  52) 

Ragional  maating  seminars  . 178 

Information,  education  load  is  so  heavy  for 
this  association  that  it  scrapped  its  agnual 
convention  in  favor  of  a  series  of  regional 
seminars  (5/73— P.  58) 

Audio  ragional  maating . 179 

Here's  a  regional  meeting  style  that  digs 
deep  to  bring  out  sales  force  creativity... . 
without  taking  men  out  of  the  field.  (5/73— 
P.  64) 

Ragional  maating  exhibit  . 180 

National  Assn  of  Manufacturers  has  piloted 
a  regional  exhibit  format  designed  to  ulti¬ 
mately  change  the  image  of  American  busi¬ 
ness  and  industry.  (5/73— P.  68) 

Mobile  regional  maating  . 181 

National  Auto  Parts  Assn,  created  a  com¬ 
plete  meeting  package  from  script  to  slides, 
put  them  in  12  trucks  and  staged  56  identical 
meetings  within  2  months.  (5/73 — P.  76) 

Regional  maating  shows . 182 

Oldsmobile  takes  a  Broadway-type  produc¬ 
tion  to  14  cities  to  introduce  its  new  automo¬ 
bile  line  to  dealers  and  salesmen  (5/73— P. 
84) 

CCTV  ragional  meeting . 183 

Closed -circuit  television  gives  both  advan¬ 
tages  of  a  national  meeting  and  regional 
sessions  but  at  a  high  price.  (5/73 — P.  88) 


REGISTRATION  TECHNIQUES 

Registration:  Computer  systems . 184 

Three  systems  compared— operation,  per¬ 
sonnel  and  costs.  (10/73— P.  146) 
Registration:  Trends,  techniques  . . .  .185 
How  registration  problems  are  eased  through 
effective  use  of  manpower,  equipment  and 
policy.  (10/73— P.  154) 

SPEAKING  TECHNIQUES 

Here’s  why  a  speech  flops . 186 

A  veteran  platform  speaker  tells  why  success 
of  a  meeting  which  features  an  outside 
speaker  depends  on  audience,  planner  and 
speaker.  (8/73— P.  104) 

How  to  use  a  talent  manager  . 187 

If  you  deal  with  a  reputable  talent  manage¬ 
ment  firm,  it  should  add  a  valuable  list  of 
services  to  your  meeting.  (8/73— P.  108) 

Dress  to  look  like  expert  audience  expects 
. 188 

What  every  speaker  should  know  about  his 
choice  of  stage  dress.  (8/73— P.  1 1 2) 


Care  and  feeding  of  speakers:  Part  II 
. 189 

This  meeting  manager  feels  Part  I  is  the 
speakers  side  of  the  care  and  feeding  story 
Here  he  presents  it  from  the  other  side  of  the 
com— how  the  program  chairman  sees  the 
problems.  (12/73— P.  132) 

SPORTS  AT  MEETINGS 

Sport:  How  and  how  much  . 190 

Meeting  planners  have  learned  that  regis¬ 
trants  are  packing  their  golf  clubs  and  tennis 
rackets  along  with  their  agenda  these  days. 
(10/73— P.  49) 

Here’s  how  pros  score  with  sports  . .  .191 

Meeting  planning  executives  draw  on  their 
experience  to  answer  the  question:  Should 
sports  be  a  structured  or  unstructured  part 
of  the  program  (10/73— P.  52) 

Golf  classic’  weds  fun  and  hard  sell  ..192 
A  major  corporation  uses  sports  activity  to 
move  merchandising  message.  (10/73 — 
P.  56) 

Theme  drives  in  new  brass,  goals  ...  .193 

Here's  how  a  sports  theme  smoothed  the 
way  for  new  management  and  new  sales 
philosophy.  (10/73— P.  68) 

Equal  time  for  tennis  . 194 

Court  bulls  tell  why  you  will  be  planning 
more  tennis  tournaments  at  future  meetings. 
(10/73-P.  76) 

Skeet  is  for ‘the  birds’  . 195 

Minimal  time,  no  special  dress  or  equip¬ 
ment,  no  age  barriers  give  skeet  appeal 
among  meeting  planners.  (10/73 — P.  88) 
Motivation:  Here’s  how  sports  make  It 

work  for  you  . 196 

There's  a  new  meeting  specialist  on  the 
horizon.  It's  the  individual  who  recognizes 
motivational  value  of  physical  activity.  (10/ 
73— P.  94) 

Sport  check  list  prevents  foul-ups  . .  .197 

To  avoid  mishaps,  don’t  trust  anything  but 
your  name  and  address  to  memory.  (10/ 
73— P.  102) 

Fame  is  In  the ‘sauce’ . 198 

Leisure  activities  can  be  the  sauce  that 
causes  your  meetings  to  be  repeat  succes¬ 
ses.  (10/73— P.  109) 

Birth  pangs:  Tournament  #1 . 199 

Here's  how  a  ma/or  life  insurance  company 
solved  problem  of  staging  its  first  doubles 
tennis  tournament.  (10/73— P.  112) 

Programming  the  ‘in’  game  . 200 

If  you  follow  the  rules,  tennis  is  easier  to 
structure  than  golf,  says  this  pro.  (10/73— 
P.  117) 

Now  fishing  lures  meeting  attendees  .201 

With  number  of  coastal  resort  meetings  jon 
rise,  planners  spark  meeting  variety  with 
game  or  party  fishing  excursions.  (10/73— 
P.  120) 

Sports  theme,  prize  showcase . 202 

A  directory  of  ideas  and  sources  for  sports- 
related  meetings.  (10/73— P.  129) 

THEMES 

Combination  theme  scores  . 203 

Mack  Trucks  combines  football  and  tv.  (9/ 
73— P.  118) 


THEQRY  &  PRACTICE  QF  SUCCESSFUL 
MEETINGS 

Should  meeting  be  used?  . 204 

Two  keys  to  meeting  medium  Five  attendee 
how  buttons. '  Meeting  planner  as  a  consul¬ 
tant  Attendee  needs  meeting  guide.  (1/73 — 
P.  13) 

How  to  set  objectives . 205 

Ob/ectives  pro  and  con  Those  tricky  evalu¬ 
ations  Objectives  in  behavional  terms.  Hap¬ 
piness  questionnaires.  (1/73 — P.  33) 

Money  and  facilities  . 206 

Budget  limitations  Selling  a  national  meet¬ 
ing  Sites:  resorts  vs.  city.  Checking  new 
area  How  to  Negotiate.  (1/73 — P.41) 

Design  meeting  to  needs  . 207 

Pace  Learning  process  applied  to  meeting. 
Large  groups  vs  small.  Systems  model  tor 
meeting  design.  Optimum  small  group 
(1/73— P.  75) 

Human,  material  resources  . 208 

Session  resources.  Selection  techniques 
Preparation  Care  and  feeding  of  Introduc¬ 
tion  Proper  use  of  av  units  (1/73— P.81) 

Physical  needs  and  plans  . 209 

Big-group  registration.  Check-in  packet 
Best  luncheon  menu  Headtabies.  Restless 
wiqqlers.  A-v  hardware.  Room  layouts. 
(1/73— P.  97) 

Involve  them  in  advance  . 210 

Ouestionnaires  as  participative  devices. 
Creating  enthusiasm  The  blank  stare  Hold¬ 
ing  on  to  the  meeting  climax.  Nitty  gritty 
(1/73— P.  133) 

Qpening  session  ideas  . 211 

Latecomers  Setting  up  a  meeting  environ¬ 
ment  Introducing  all  speakers  at  a  general 
session  Product  meetings:  pro  and  con 
(1/73— P.  137) 

Vary  session  styles  . 212 

Decoding  names  for  meetings  Checking 
out  attendee  expertise.  Controlling  griping. 
Preparing  discussion  leaders  Panel  size 
(1/73— P.  143) 

How  to  close  meeting  . 213 

Dull  speeches.  Big  dramatic  close.  Positive 
complaints.  Luncheon  dosing  Summarize 
or  reinforcement.  Committment.  (1/73 — P. 
153) 

How  to  follow  up  meeting  . 214 

Feedback  questionnaires  Post  meeting  as¬ 
signments:  success  or  failure.  Plans  of  ac¬ 
tion  Getting  extra  mileage  from  visuals 
(1/73— P.  155) 


TRAINING  &  DEVELQPMENT 

Unusual  videotape  effects  support  line 
training  program . 215 

S&H  uses  short  film  segments  as  discussion 
"sparks"  Besides  basic  tv  effects,  firm 
adapted  chroma  key  technique  for  drama. 
(2/73— P.  95) 

Everything  you  wanted  to  know  about 
introducing  your  next  president— (with  a 
lab  meeting) . 216 

To  make  the  transition  from  the  old  to  the 
new,  you  sometimes  have  to  "bury"  the  old 
first.  (2/73— P.  98) 


Sales  contest  trains  salesmen  to  think 
benefits  . 217 

This  is  how  one  trainer  took  catalog  pic¬ 
tures.  pinpointed  a  feature,  then  created  a 
contest  slide  show  (2/73— P.  124) 

Seminar  trains  men  to  handle  price  rise 
. 218 

Here's  how  Dow  Chemical  trained  its  sales¬ 
men  to  handle  a  price  rise  in  a  competitive 
market  (2/73— P.  138) 

Feedback  devices:  catalysts  for  meetings 
. 219 

Here  are  9  different  feedback  instruments 
with  complete  description  of  their  use:  (3/ 
73— P.  38) 

Towers  . 220 

To  study  competition  and  how  it  feels  to  win 
or  lose  (3/73— P.  39) 

Hollow  square  . I . .  .221 

To  plan  a  task  that  will  be  carried  out  by 
others  (3/73— P.  41) 

Win  as  much  as  you  can  . 222 

To  examine  competition  and  collaboration 
within  a  group  (3/73 — P.  5 1 ) 

Decisions  . 223 

To  study  communication  and  decision  mak¬ 
ing  under  stress  (3/73— P.  57) 

Profile  . 224 

To  apply  a  model  of  human  behavior  to 
selling  (3/73— P.  69) 

Auction  . 225 

To  examine  leadership  in  competition.  (3/ 
73— P.  75) 

Prisoners’  dilemma  . 226 

To  explore  trust  between  group  members 
and  trust  betrayal  (3/73— P.  79) 

Meeting  progress  . 227 

To  check  out  reactions  after  a  meeting  has 
been  held  (3/73— P.  87) 

Consensus-seeking  . 228 

To  compare  individual  decision-making 
against  the  group  (3/73— P.  93) 

How  do  you  train  him  to  be  (an  effective) 
manager  . 229 

It  you  know  what  characteristics  make  for 
effectiveness,  you  could  create  a  question¬ 
naire  and  check  the  skills  of  managerial 
candidates.  (5/73— P.  128) 


How  benefit  p’oposals  get  extra  budget 
for  new  training  programs  . 230 

By  speaking  management’s  language  and 
using  a  predictable  formal,  one  trainer  pre¬ 
dicts  reasonable  success  in  getting  funds 
(6/73— P.  176) 

Study  reveals  session  position  affects 
rating  . 231 

Questionnaires  given  immediately  at  the  end 
of  a  meeting  are  different  from  those  given 
30-45  days  later  (7/73— P.  156) 

Convention  session  sells  dealers’  man¬ 
agers  on  salesman  training  . 232 

Training  manager  uses  a  convention  session 
to  interest  his  "customers"  to  send  salesman 
to  training  sessions  (8/73— P.  96) 

How  to  train  volunteers  In  telephone 

selling  . 233 

Here's  a  complete  package  that  will  help  you 
tram  telephone  volunteers  (8/73— P.  202) 
'Buying  Clinic’  trains  against  indifference 

. 234 

Make  sales  person  a  customer  tor  a  day. 
(9/73— P.  222) 

How  to  motivate  and  train  dealer  em¬ 
ployes  . 235 

Techniques  to  increase  employe  effective¬ 
ness  (9/73— P.  226) 

ABC. .  .Salesmen  remember  feature/ 
benefits  with  acronym  . 236 

Old  college  technique  adapted  tor  sales 
framing  (9/73— P.  236) 

Getting  retail  salespersons  to  improve 

sales  skills  via  self-instruction . 237 

Story  behind  the  creation  of  a  6-pak  "In 
Store  Selling  Skills"  course  designed  by 
Homer  Smith.  (10/73— P.  196) 
Do-it-yourself  idea:  Basic  salesmanship 

on  cassette . 238 

Here's  the  transcript,  sample  pages  from  a 
product  handbook  and  the  workbook.  .  . 
enough  to  create  your  own  salesmanship 
course.  (10/73— P.  207) 

Map  Game  diagnoses  communication 

weakness  . 239 

As  in  most  training  situations,  people  must 
first  know  a  problem  exists  before  it  can  be 
dealt  with.  Heres  a  game  that  will  graphically 
show  what's  wrong.  (10/73— P.  326) 


Retail  Sales  Training:  How  self-service 
stores  handle  product  training  . 240 

Audio  cassettes,  printed  programs  and 
seminars  help  McNevf  tram  retail  personnel 
to  sell  effectively.  (12/73— P.  160) 

Simple  guide  to  theories  of  interpersonal 
behavior  (P.S.  It  helped  us  to  create  our 
own.)  . 241 

The  "logic  box"  can  make  a  lot  of  difficult 
theories  simple  as  pie.  to  understand.  (12/ 
73— P.  184) 


WIVES  PROGRAMS 

Wives  lend  'atmosphere' . 242 

When  meeting  was  vehicle  to  weld  corporate 
execs  into  family  closeness,  wives'  attend¬ 
ance  was  a  must.  (3/73— P.  208) 

How  to  turn  on  the  'weaker  sex' . 243 

Tips  on  staging  successful  wives  meetings. 
(9/73— P.  56) 

How  to  spot  a  male  chauvinist  planner 
. 244 

Female  psychologist  takes  a  look  at  "typical" 
meeting  planners.  (9/73— P.  58) 

What  ever  happened  to  'the  little  woman’? 
. 245 

Convention  planner  must  update  his  wives 
program.  (9/73— P.  60) 

Make  the  'little  ladies’  feel  at  home  . .  .246 
Atmosphere  you  create  is  more  important 
than  program  (9/73— P.  62) 

Star  the  'other  half  . 247 

Salesmen's  wives  star  of  show.  (9/73 — P. 
68) 

A  woman’s  place  is  in  the  home?  . . .  .248 

These  wives  taught  to  lure  prospects  (9/ 


73— P.  78) 

You’ve  come  a  long  way,  baby . 249 

Expert  advice  on  what  women  expect  (9/ 
73— P.  84) 

Something  for  'the  girls’  . 250 

Comprehensive  directory  of  programs. 
(9/73— P.  89) 

Gab  fest  becomes  skill-fest  . 251 


Seminar  teaches  communications  skills. 
(9/73-P.  96) 
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